Abstract. This study aims to identify how the perception of trustworthiness and website atmosphere influences customer trust and website image to enhance stickiness, as well as the extent to which gender moderates the relationships between the constructs. The results confirmed that trustworthiness and website atmosphere have positive impacts on customer trust and website image. Customer trust and website image have positive impacts on stickiness. Meanwhile, the moderating effects of gender in the relationships between trustworthiness, website atmosphere and customer trust are significant. Thus, the managers should focus on trustworthiness and website atmosphere to improve stickiness through customer trust and website image.
Introduction
Developing and maintaining relationships with customers has become a key marketing strategy for service firms and retailers [1] . Li et al. [2] revealed trust to be an important predictor to stickiness intention. Unlike research on store image, few studies have examined website image. In fact, most of them focus on related concepts such as website quality or disparate characteristics that researchers use as antecedents to specific explanatory variables of purchase behavior, often lumping them together under the less accurate term of online beliefs [3] or website attributes [4] .
Although trustworthiness, customer trust, and website image have played important roles in Internet shopping, few studies have discussed the factors simultaneously. Thus, this study investigates how customer trust and website image have an impact on stickiness, and which factors of trustworthiness and website atmosphere are the most important, as well as examines the moderating effects of gender in Chinese online settings.
Literature Review
Trustworthiness is described as "being honest, telling the truth, keeping promises, and being loyal so people can trust you [5] . Based on previous studies, this paper proposes the dimension of trustworthiness of Internet shopping vendor as integrity, benevolence, and predictability. Website atmosphere can be defined as "the conscious designing of website environments to create positive effects in users in order to increase favorable consumer responses" [6] . Based on previous studies, this study adopted navigation, structure, informativeness, and information content effectiveness as four dimensions of website atmosphere.
Kong and Hung [7] proposed how people form trust attitude through peripheral (reputation, disposition to trust, situational normality, structural assurance, and web site quality) and central route (ability, benevolence, integrity, and web site quality). Harris and Goode [6] further revealed that consumers' perceptions and interpretations of online service environment exert a powerful, direct influence over trust that, in turn, is associated with consumers' purchase intentions.
Website image is defined as "consumers' perception of a website as reflected by associations related to the website (including sub-sites) held in memory" [8] . A website's capacity to persuade can be affected by the characteristics that the firm creates when building the site, such as information quality, credibility of the source, the brand or the site's capacity to handle transactions [9] .
Wu et al. [10] refined stickiness as "a high frequency of returning to a website." Chebat et al. [11] showed that mall image had a significant positive influence on mall attitude, mall patronage, and word-of-mouth communications. Eastlick et al. [12] found that trust is an important antecedent for individuals to maintain continuous and valuable relationships with e-retailers. Thus, the following hypotheses are suggested to identify the relationships between the constructs in Internet shopping of China:
H1. Trustworthiness will have a positive effect on customer trust. H2. Website atmosphere will have a positive effect on customer trust. H3. Trustworthiness will have a positive effect on website image. H4. Website atmosphere will have a positive effect on website image. H5. Customer trust will have a positive effect on website image. H6. Customer trust will have a positive effect on stickiness. H7. Website image will have a positive effect on stickiness.
Men show more interest in Internet purchase, spend more money and fell more trusting, though women who purchase through this medium do so more frequently and have more favorable attitudes towards the content of the website [13] . Thus, we will propose that the difference in gender acts as a moderating effect.
H8. The relationship between trustworthiness and customer trust is moderated by gender.
H9. The relationship between website atmosphere and customer trust is moderated by gender. H10. The relationship between trustworthiness and website image is moderated by gender.
H11. The relationship between website atmosphere and image is moderated by gender.
H12. The relationship between customer trust and website image is moderated by gender.
H13. The relationship between customer trust and stickiness is moderated by gender. H14. The relationship between website image and stickiness is moderated by gender.
Methodology
The research is designed to confirm the relationships among trustworthiness, website atmosphere, customer trust, website image, and stickiness, as well as to identify the moderating effect of gender in Chinese Internet shopping. In addition, the results of the moderating effects of gender showed that H8 and H9 are significant at the levels of 0.05 and 0.01 through a Chi-square (χ2) value comparison for the free model and the constrained model. However, the moderating effects of H10, H11, H12, H13, and H14 are not significant at the level of 0.05
Conclusions
The conclusion is the primary research contribution, that is, customer trust and website image should be simultaneously considered in one model as indicators to predict stickiness, as well as focus on the roles of trustworthiness and website atmosphere to enhance customer outcome. Internet shopping vendors should consider market segmentation by gender, which has a different effect on customer trust. The vendors should also deploy effective strategies to build trustworthiness and website atmosphere. For future research, it will necessary for a longitudinal research to accurately track consumers' perceptions of trustworthiness and website atmosphere.
